This paper examines the significance of innovations in the area of payment services for strategies implemented by commercial banks in Poland. We propose a definition of payment innovations and present the evolution of their introduction in the Polish market, indicating the impact of legal regulations and the critical character of the new FinTech phenomenon. The analysis that we conducted was based on the results of a survey which obtained responses from 24 commercial banks representing almost the entire Polish retail banking sector based on the number of personal accounts maintained. The study helped to determine the main elements of the strategies implemented by banks in Poland. It also revealed the methods for competing in the area of payment services utilized by the banks, with innovative services as one of the leading elements. The results of the study indicated that there was a significant differentiation of applied strategies depending on a bank's size. In the case of larger banks, the main motivation for introducing payment innovations was characteristic of an offensive strategy, and for smaller banks -more often a defensive one. We also proposed a theoretical model for using the specific nature of payment innovations to build customer relationships and to apply cross-selling.
so through the SEPA self-regulatory programme until 2010 4 . In the meantime, the first bank contactless cards were introduced in 2002 5 . Although they are characterised by their speed of operation and convenience for consumers 6 , they have gained popularity only in only a few countries, such as the United Kingdom, Poland, Canada and Turkey.
However, it appears that despite this slow process of payment card evolution, technological advancements created new development opportunities for different areas of payment services. It was encouraged by the character of banking services which are most often of an immaterial nature and consist in exchanging information. Moreover, the high level of product standardisation favoured the automation of service. The implementation of innovations in the field of customer communication also gave rise to significant benefits for banks in the form of cost reductions and an increase in the geographical range of the banks ' impact 7 . A surge of communication effectiveness allowed banks to implement additional innovations for individual financial services. As a result, a large number of innovative products have emerged in recent years and the banking sector shows great interest in new technologies 8 . The importance of this phenomenon is indicated by the appearance of the term "FinTech" distinguishing technological innovations in the financial sector 9 . This process is also very noticeable in Poland, in particular in the payment services segment 10 . 41-42. 8 D. Spath et al., European Trend Survey "BANKS & FUTURE 2012". Trends gives rise to a question regarding their impact on strategies implemented by banks, which is a new and very interesting field for scientific studies.
The paper aims to determine the significance of payment innovations for strategies implemented by commercial banks in Poland. Its specific objectives are: (1) to study the impact of the scale of the bank's operations on competitive strategies in the area of payment services and (2) to determine banks' expectations regarding the results of implementing payment innovations. As mentioned above, Poland has recently seen a dynamic development of the payment services market and the banks' introduction of many new solutions. This led the authors to present the following research hypothesis: The innovativeness of payment services is an important tool for competing in the retail banking market in Poland.
definition of Payment innovation
As a starting point, we adopted the definitions of these terms used by OECD
11
. "A product innovation is the introduction of a good or service that is new or significantly improved with respect to its characteristics or intended uses. This includes significant improvements in technical specifications, components and materials, incorporated software, user friendliness or other functional characteristics". Whereas "a process innovation is the implementation of a new or significantly improved production or delivery method. This includes significant changes in techniques, equipment and/or software". In the case of payment innovations, the element of novelty or an improvement are introduced in the service, in the process of its provision, or both at the same time
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. The most frequent novelties or improvements are related to technological advancements, expanding functionalities or increasing convenience. It should be emphasized that innovation is considered from the viewpoint of its perception by the consumer or organization 13 . The use of the term payment innovations in this paper refers primarily to product and/or process innovations which are financial innova- , the work uses to a certain limited extent the broad approach to financial innovations because we also take into consideration new infrastructural solutions which are the necessary environment for providing certain new payment services. In this paper, innovations in the field of infrastructure may also include certain marketing and organisational innovations. Two examples of infrastructure innovations included in our studies are: newly created clearing systems which allow for offering instant payments, and platforms supporting a common standard for mobile payments.
Taking into consideration all the above fields of innovation, the authors proposed their own definition according to which: A payment innovation is the introduction of a payment service that is new or significantly improved with respect to its characteristics or intended uses, as well as the implementation of method of delivery of payment services or a solution in the field of technical and business infrastructure which is employed to provide payment services.
bank strategies in the modern economy
Since the 1990s, the formation of the banking system in Poland was under the strong influence of processes observed around the world, such as deregulation, internationalisation and globalisation of operations
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. We also observed the intensification of competition from non-bank entities, increased significance of new technologies, including the Internet, the decrease of margins obtained in traditional business, and demographic and cultural changes 16 . The study conducted by Delis indicated that in the years 1999-2006 it was the Polish banking market that boasted the highest competition lev-14 M. Marcinkowska, Innowacje finansowe w bankach, "Acta Universitatis Lodziensis. Folia Oeconomica", No.266/2012, pp. 71-96. 15 18 . In the beginning, a strategy was understood as a long-term plan or decision-making process in which emphasis was placed on resources at the bank's disposal which allowed, after identifying the strengths and weaknesses of the organisation, to act adequately to the arising challenges 19 . The gradual saturation of the market with banking services, increasing customer awareness, and as a result -customer requirements, heralded the transition from a seller's market to a customer's market. Under new conditions, customers and their needs became the most important element of the bank's environment considered in the process of strategic management. Modern market strategies, although they take into account the significance of resources, place special emphasis on specific skills and competences which allow banks to react quickly and benefit from emerging opportunities or reduce threats 20 . Moreover, strategies are characterised by certain dynamics of changes in time, directed to achieving the assumed objective 21 . Modern banks apply operating strategies which commonly constitute a combination of several methods of achieving the assumed objectives, distinguished by theorists 22 . If we use a division of strategies taking into account the scope of the bank's operations, we can distinguish 23 : − universalisation of operations -the bank's offer is diversified and apart from classic products it also includes insurance and investment products, − specialisation of operations -the bank focuses on satisfying specified, narrowly defined financial needs of its customers through providing relatively uniform, specialised products. With respect to the actions regarding the share of a given bank in the market, we can propose the following division of strategies 24 : − offensive strategy which aims to increase market share, − defensive strategy focused on maintaining the existing market position.
From among the strategies aimed at growth, J. Grzywacz distinguishes 25 : − market penetration, where through innovative activities or differentiation of the product the bank strives to acquire new customers in the existing market; − territorial expansion which is characterised by geographically broader bank's impact range while it maintains the existing product offer; − exploring new markets through expanding the service offer.
As regards the method of achieving competitive advantage, we have 26 : − strategy based on low operating costs -the bank applies service standardisation and offers basic services to the customers. This strategy may lead to an outbreak of a price war 27 ; − differentiation strategy -the bank tries to stand out from the competition by creating an innovative and unique product offer. The application of this strategy is associated with large financial outlays on research and marketing and the need to have a creative team of employees; − concentration strategy -in which the bank applies one of the abovementioned strategies to a limited range of services or in a limited geographic area. In turn, with respect to the type of product offered by the bank we can distinguish the following marketing strategies 28 : − aggregation strategy -the bank offers barely diversified products on a mass scale; − market segmentation -the bank provides a group of customers having homogeneous features with products adjusted to their specific needs;
− product differentiation -the bank tries to acquire and maintain customers by introducing product improvements and modifications; − innovative strategy -the factor differentiating the bank from the competition is the constant introduction of innovations which respond to current and future customer needs. In general, strategies implemented by banks today fulfil, to a large extent, the demands of the concept of the so-called effective competition 29 . It combines the bank's benefits with customer satisfaction, it leads to progress through the implementation of technological and organisational innovations, and its final effect is the possibility to choose from among products attractive with respect to price and quality 30 . In turn, competing takes the form of rivalry, it is associated with creativity and not elimination. This promotes building a positive image of the stability of the sector as a whole 31 . The abovementioned individual theoretical views on market strategies applied in the banking sector served us to conduct an in-depth analysis of the issue of introducing an offering modern payment services in the Polish market.
aPPlications of information technologies in Payment services in the context of the develoPment of the Polish banking sector
The first years of transformation of the Polish economy after 1989 were a period of substantial changes in the banking sector. There was a departure from the monopolistic position of the central bank, firstly for the benefit of state banks, and later also private banks 32 . Another change was expressed in moving away from restrictions in the functioning of banks regarding the type of entities serviced, the scope of services provided and geographical location of businesses. Changes in quality were accompanied by a dynamic growth of the number of banks. In 1989, the market comprised 18 commer- cial banks, and in 1993 there were already 87 of them 33 . The next two decades were marked by consolidation processes resulting in a reduction of the number of banks. Numerous studies around the world have proven that sector consolidation gives rise to a positive impact of the economies of scale 34 , although not in all cases banks benefited from combining different scopes of operations 35 . In the case of the Polish market, however, it was proven that thanks to consolidation banks achieved a growth of effectiveness 36 and benefited from the advantages of economies of scale 37 . It can be assumed that in general this process allowed banks to increase investment outlays, including outlays related to the implementation of payment innovations.
An important stage in the development of the banking sector was the implementation of innovative IT solutions based on the Internet network, which gave rise to a change in the methods of customer service, including in the scope of banks' clearing services 38 . Since its introduction in Poland in 1998 39 , Internet banking perfectly fulfilled its role as a channel taking over the provision of standard banking services, such as obtaining information about the account balance, and primarily -ordering a bank transfer. The Internet channel allowed banks to reduce fixed costs as a result of reducing costs of employment and branch maintenance. Some banks tried to benefit from the reduction of costs by applying the so-called virtual banking strategy, in which they resigned from using a network of branches to service the customer, and relied only on electronic channels 40 . This strategy led to a radical reduction of costs of servicing retail customers. It was then typically used to apply intense price competition in order to acquire a large number of new customers 41 . In the first development stage virtual banking may be considered an almost model example of using the low operating costs strat-egy combined with market penetration and territorial expansion strategies. On the other hand, a large part of multichannel banks (offering a branch network) used the Internet in the applied defensive strategy connected with product differentiation. Studies performed in the United States have indicated that in general the virtual banking strategy was characterised by lower profitability than the multichannel strategy 42 . However, it was successfully applied in the Polish market by mBank which achieved a positive financial result after more than four years of activity in the virtual banking model. Generally, studies covering the Eurozone countries have confirmed that the introduction of Internet banking had a positive impact on banks' performance but it resulted from the reduction of banks' fixed costs and not from an increase in revenue 43 . Another important example of the application of innovations to reduce costs is the introduction of debit cards which since late 1990s have been issued in Poland to practically all current accounts. In the first period, their main function was to allow customers to withdraw cash in ATMs, and thus to unburden cashier's desks in bank branches. The strategy of low costs was applied also in this case. However, it was combined with the aggregate approach focused on providing a mass and barely diversified product. New empirical studies were necessary to verify whether the pursuit of cost reduction is still an important motivation for introducing payment innovations.
It should be noted that in comparison to payment services offered within Internet banking, payment cards have become an attractive source of revenue for banks operating in Poland. 99% of payment cards issued to customers functioned within the four-party card schemes of Visa and MasterCard
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. , charged by banks from trading and service companies which accepted cards, banks achieved a hefty income calculated on the value of payment transactions with the use of debit and credit cards 47 . At the same time, this mechanism provided funds for ambitious implementations of innovations such as the migration of practically the whole Polish market to the contactless cards standard 48 . However, the high interchange fee prompted the Polish regulator to statutorily reduce it 49 . As a result, there was a series of two IF reductions in mid-2014 and in early 2015. The cumulative reduction of the fee was extremely high and amounted to as much as 4.3 times for credit cards and 6.5 times for debit cards. Abrupt decrease of banks' revenue achieved thanks to payment cards was undoubtedly a regulatory shock. Concerns were voiced in relation to these changes in the banking environment which were unfavourable for banks. There were fears that the processes of introducing FinTech innovations in the Polish market may be curbed. Verification of whether the threat of fulfilment of this negative scenario is probable required an examination of the banks' plans regarding the involvement in implementing payment innovations in the coming years, which was one of the aims of the second article in the series 50 . to study the strategic approach of banks to the implementation of payment innovations, the role the innovations play in their offers, and the forecasts regarding market changes until 2020.
method of emPirical research
The main survey study of the project was addressed to institutions involved in the functioning of the payment services market. Questions were asked of the executives (CEOs) of banks and other institutions, and the responses obtained were their official positions regarding the studied issues. The questionnaire was distributed via bodies operating at the Polish Bank Association, i.e.: the Banking Cards Issuers Council, the Electronic Banking Council, the Acquirers Committee and SEPA Poland. The survey was conducted in the period from June until December 2014. The obtained research sample of institutions included: 24 commercial banks, 11 cooperative banks and associations and 10 acquirers and payment processors. Commercial banks which participated in the survey had a ca. 94% share in the total number of current accounts, and the participating paying agents held 81% of EFT-POS and covered 88% of card transactions in Poland. Therefore, the results of the study are representative with respect to the issuance and acceptance network for retail payment instruments in Poland.
For the purposes of the analysis conducted in this paper we use the results of survey in the scope of answers given by commercial banks 51 . The sample of =24 commercial banks was arranged according to the number of current accounts maintained and divided according to the median. It allowed us to use additional categories in detailed analyses: "Larger banks" for the group of 12 commercial banks with the largest number of current accounts and "Smaller banks" for the group of the other 12 banks. Such division enabled us to study the relation of the scale of a bank's operations to the strategy it implements and involvement in the implementation of innovative payment services.
Primary elements of comPetition strategies of retail banks in the Polish market
Institutions participating in the survey were asked to indicate the most important elements in the retail banking strategies they apply ( figure 1) majority of banks agreed that the most important element of the strategy was high quality of services offered. The next two places were taken by strengthening the relationship with existing customers and acquiring new customers. For larger commercial banks, the strengthening of customer relations was even equally important as the high quality of services. * "Larger banks" -means the 12 commercial banks with the largest number of current accounts maintained; ** "Smaller banks" -means the group of the remaining 12 commercial banks with a smaller number of current accounts maintained; *** 'Financial discount' strategy was declared.
Source: Survey among commercial banks; a maximum of three answers; Q1. Which elements are the most important in the retail banking strategy of your Bank?
High innovativeness of services was in fourth position within strategies of commercial banks; it was selected fewer times by smaller institutions than by larger banks 52 . Therefore, it can be assumed that for institutions in the payment services market innovation is not an aim in itself, but it should be used to offer high quality services, expand customer relations and acquire new customers.
Only around a quarter of commercial banks indicated the significance of financial aspects, such as increasing profitability per customer and cost effectiveness, with the last element relatively more important for smaller commercial banks. Some of the banks also indicated a strategy consisting in offering services to selected segments. Other elements of strategies were indicated only in single cases.
Interesting conclusions may be drawn from the analysis of the results of the survey taking into account the division of banks with regard to their size. Smaller banks use more diverse development strategies than larger institutions. This diversification is better visible when we exclude from the analysis the most important element of strategies for all banks, i.e. high quality of services offered. Some of the smaller banks still see an opportunity to apply the strategy of expansion through development of the distribution network, and to a limited extent, the specialisation strategy which allows the bank and its offer to stand out from among universal credit institutions operating in the country.
The fact that a bank emphasises high quality of services provided does not determine the type of strategy used by the bank. This is because high quality may be observed both in offensive and defensive strategies, in strategies assuming both universalisation and specialisation of operations. The combination of high quality of services offered with the intension to strengthen relationships with existing customers may indicate a defensive strategy intended to maintain the market share with the use of the differentiation strategy. However, rather numerous indications for factors such as: acquiring new customers, high innovativeness of services and increasing profitability per customer may indicate an offensive character of the strategy used, in which market penetration is applied with the use of the differentiation strategy. Especially that the diversification of products, primarily through the introduction of innovations, combined with the extension of the scale of operations, helps increase profitability. Another method of increasing profitability may be the segmentation of customers indicated by the respondents.
The relatively high position of increasing cost effectiveness could suggest that some banks were applying the aggregation strategy. However, we have to take into account all abovementioned elements of declared strategies, in particular innovativeness which is the opposite of simplicity and standardisation of services. Therefore the indications of increasing cost effectiveness should be rather read as a general cost rationalization, not the implementation of the aggregation strategy. In one case, a bank's strategy was based on lower operating costs and price competition because the respondent characterised its operations as those of a financial discount. 
innovativeness of Payment services as an element of banks' strategies
In this part of the paper we focus on learning the role of payment innovations in the general strategy and their significance for methods of competing in the field of payment services. The analysis of responses obtained indicates that most commercial banks (figure 2) want to compete in the field of payment services by providing four key features to the customers: (a) innovativeness of services, (b) convenience of use, (c) multiple channels and (d) security of services. With reference to the above, we can assume that the most important common element of strategies of most banks is the provision of innovativeness of payment services. These results disclose much bigger significance of innovativeness in the payment services segment in comparison to the general strategy of banks (figure 1). The analysis of data divided into larger and smaller banks helps observe significant differences in the methods of competing in the field of payment services (figure 2). In the case of larger banks the predominant manner of achieving competitive advantage is to provide convenience to the customer. Larger banks focus on that aspect and it helps them effectively provide high quality and strengthen relationships with customers ( figure 1) . The increase of customer convenience is supported by a wide range of service offered supplemented with partner programs which help build long-term relationships with customers. The analysis of data divided into larger and smaller banks helps observe significant differences in the methods of competing in the field of payment services (figure 2). In the case of larger banks the predominant manner of achieving competitive advantage is to provide convenience to the cus-tomer. Larger banks focus on that aspect and it helps them effectively provide high quality and strengthen relationships with customers (figure 1). The increase of customer convenience is supported by a wide range of service offered supplemented with partner programs which help build longterm relationships with customers. However, these two last elements do not constitute the main methods of competing in the payment services market. It is extremely important that no one larger bank declared competing in fees. It is one of the most visible differences between larger and smaller banks because almost half of the smaller banks consider price competition in their strategies, and in many cases they are willing to apply it even at the cost of lower customer convenience. Smaller banks also put a slightly lower emphasis on multichannelling and extending the scope of services. These banks, in possession of limited resources for investments in innovative solutions, focus on a narrow group of products which makes it harder for them to strengthen relationships with the customer. Therefore, they see their chance in the reduction of fees.
In the case of smaller banks, indications regarding competing by striving to improve customer convenience of the use of payment services (figure 2) should be treated as rather declarative. They pay slightly more attention to the role of security, and only they indicated taking actions to improve the speed of settlement. This may result from a need to introduce more advanced IT solutions in the fields which in large banks have already been improved.
The conducted analysis of methods of competing in the field of payment services allows us to formulate certain conclusions regarding strategies implemented by commercial banks. In the case of large banks the implementation of the indicated solutions gives rise to a need to incur significant investment outlays. Higher functioning costs of banks will be partly transferred to the customers because price competition is not assumed. These characteristics indicate the domination of the strategy of universalisation of operations in which the differentiation strategy is the source of competitive advantage. When analysing the indications of small banks we can assume that price competition will remain a permanent element of the Polish payment services market. To a large extent, the introduction of innovations is to contribute to the improvement of technological and cost effectiveness of the services which are already offered. As a result, banks will be able to offer lower fees for these services to the customers. Although in the case of smaller banks we have an element of cost reduction, the declared methods of competing indicate the use of the differentiation strategy based on the product innovation strategy, as well as integration with an innovative payment infra-EkonoMia i Prawo. EconoMics anD law, Vol. 15, no. 1/2016 structure. On the other hand, the conscious reduction of the scope of services points to elements of the concentration strategy. The main motivation of the banks for becoming involved in the implementation of payment innovations is the willingness to attract new customers (figure 3). In particular, this regards larger commercial banks, with more than 80% of these institutions declaring that objective. Improving market position and increasing the number/volume of transactions per customer are two further reasons. In this case, larger commercial banks place bigger importance on the increase in the number/volume of transactions, while for smaller commercial banks the most important objective for introducing innovations is the improvement of market position. For them, the attraction of new customers, increase in the number/volume of transactions per customer and adjustment to market needs are equally in second place.
The results we obtained confirmed 53 that payment innovations are no longer perceived primarily in the context of marketing benefits or image improvement (only several indications of the respondents). Payment innovations have become a core element of banks' market strategies, and the indicated reasons show that large banks use these innovations to implement offensive strategies. They strive to attract new customers and increase the number/volume of transactions, what in turn may result both in improved profitability achieved on a given customer and in the increase of the bank's share in the financial activities of the customer (in the case the customer uses the services of many banks). In the case of smaller banks (figure 3), it is harder to definitely indicate whether using payment innovations is an element of offensive or defensive strategies. However, it seems that there is a slight advantage of defensive elements such as: improving market position, adjusting to market needs (including to trends set by innovation leaders), and maintaining the portfolio of existing customers. To sum up, the presented empirical results suggest the confirmation of research hypothesis, according to which the innovativeness of payment services is an important tool for competing in the retail banking market in Poland. The studies conducted indicate that innovativeness is an important element of the general strategy of banks, and in the field of payment services it is actually the key factor of competitive advantage.
a model for using the transactional nature of Payment services for the imPlementation of strategic objectives of a bank
Moreover, identified reasons for introducing payment innovations lead us to consider the development of payment services as an activity aimed at achieving objectives formulated in bank strategies. The specific nature of payment services make them a particularly convenient tool for the implementation of the general strategy of banks in the scope of strengthening relationships with the customer -ukpayments-disrupted-2015.pdf (17.04.2016) . 55 The significantly positive impact of the convenience of use of contactless cards and mobile payments on their perceived utility, and the resulting consumer interest in these innovations were indicated in the previous studies, see: M. Polasik, N. Kumkowska, Determinanty zainteresowania płatnościami mobilnymi ze strony polskich konsumentów, "Problemy Zarządzania", Vol. 13, No. 3/2015, pp. 102-117; M. Polasik, T.P. Wisniewski, G. Lightfoot, op. cit., pp. 203-231. EkonoMia i Prawo. EconoMics anD law, Vol. 15, no. 1/2016 ing customers. This is caused by the fact that frequent payment transactions force the customer to provide adequate funds to carry them out, usually by providing regular inflows to the bank account from the source of income, and to monitor them on a regular basis 56 . Therefore, an efficient method for strengthening relationships with the customers and for maintaining existing customers or acquiring new ones is to encourage consumers to frequently carry out payment transactions. Thanks to such specifics, payment services may play an extremely important role both in an offensive and a defensive bank strategy. In particular, they have a big potential to allow the bank to apply cross-selling 57 . We proposed a model for using the transactional nature of payment services to implement the strategic objectives of a bank, presented in graph 1. Its key element is the activation of customers to carry out transactions more frequently. Method A consists in introducing innovations which provide consumers with high convenience and is a method of competing commonly applied in the Polish market, especially by large banks (figure 2). On the other hand, method B includes motivating consumers to carry out transactions more frequently through the fee structure and financial incentives, and its effectiveness was empirically proven 58 . Smaller banks may also apply it as an element of price competition. The presented typical methods of using the specific features of payment services allow the bank to implement both an offensive and a defensive strategy. The ultimate objective of these actions is to increase or maintain the current level of sales and profitability, also through applying cross-selling. Graph 1. A model for using the transactional nature of payment services to implement the strategic objectives of a bank
It is worth noting that in comparison to other bank services, such as deposits, loans or investment products, in the case of payment services it is harder for the customer to cherry-pick 59 , i.e. use only the most attractive offers simultaneously in several banks because it would necessitate current management of the cash balance and an effort to register numerous services. With reference to the foregoing, we can assume that payment services are generally characterised by high customer loyalty. On the other hand, basic payment services are of a very standard character, and price competition in the provision thereof is very intensified 60 . Therefore, in order to stand out in the market banks need to introduce innovations in that field.
STRATEGIC APPROACH OF BANKS TO PAYMENT INNOVATIONS
The results of the conducted studies indicate that both the payment services provided and the innovations implemented within those services have become a very important element of market strategies of commercial banks in Poland. However, this situation should be analysed in the broader context of the development of European banking, where low rates and decreasing credit margins, in-59 D. Rambure It is worth noting that in comparison to other bank services, such as deposits, loans or investment products, in the case of payment services it is harder for the customer to cherry-pick 59 , i.e. use only the most attractive offers simultaneously in several banks because it would necessitate current management of the cash balance and an effort to register numerous services. With reference to the foregoing, we can assume that payment services are generally characterised by high customer loyalty. On the other hand, basic payment services are of a very standard character, and price competition in the provision thereof is very intensified 60 . Therefore, in order to stand out in the market banks need to introduce innovations in that field.
strategic aPProach of banks to Payment innovations
The results of the conducted studies indicate that both the payment services provided and the innovations implemented within those services have become a very important element of market strategies of commercial banks in Poland. However, this situation should be analysed in the broader context of the development of European banking, where low rates and decreasing credit margins, increasingly restrictive regulations and high level of com-sible for the fact that when the initial number of users is small, the value of the newly-introduced payment service for consumers is significantly limited. Therefore, banks are forced to initiate diverse promotional programmes in order to acquire a large number of customers for the new service so that the number of users reaches critical mass 68 . As a result, in the period of early adoption of an innovation banks incur additional outlays to promote it and usually refrain from charging customers with fees, contrary to other industries where, such as in the computer industry, the highest margin is obtained from selling novelties 69 . Accordingly, it seems unlikely that the main driving force for the implementation of innovations is the achievement of profitability on these products in a short-term perspective 70 . One important factor which is conducive to the implementation of payment innovations by banks is surely the possibility to use the specific features of payment services to achieve additional objectives. As we have discussed in chapter 7, by inducing customers to carry out a sufficiently large number of payment transactions, banks can increase their loyalty, which is an excellent basis for cross-selling and combining products in packages 71 . Moreover, while only a small group of banks declares improving market image or obtaining marketing benefits as the main reason for introducing a payment innovation (figure 3), apparently innovations are after all used as a tool supporting the achievement of these objectives. This is indicated by the intense competition between banks in the field of media coverage aiming to reach the position of innovation leader 72 . The introduction of a novel product really gives the bank a chance to appear in the media and obtain favourable positioning of the bank's brand.
EkonoMia i Prawo. EconoMics anD law, Vol. 15, no. 1/2016 conclusions The paper examines the significance of innovations in the area of payment services for strategies implemented by commercial banks in Poland. We started by explaining the general factors influencing the use of modern IT technology in the banking services sector. We subsequently proposed our own definition of payment innovations, including elements of product and process innovation, as well as new infrastructural solutions. The characteristics of the main types of bank strategies that were presented, helped us to create a theoretical framework for a discussion based on the empirical results. The paper also presents the most important examples of the implementation of IT for the provision of payment services which have had an impact on the development of the Polish banking sector. This analysis resulted in an important conclusion pointing to solutions which aim to reduce costs, i.e. payments based on Internet banking and the use of ATMs, as well as innovations generating revenue for banks, such as debit and credit cards used for cashless transactions.
The analysis was based on the results of a survey of commercial banks which represent almost the entire market share of the Polish retail banking sector. It helped to determine the general strategies implemented by banks in Poland. Empirical results indicate that in the current market situation, the high quality of the services provided may be seen as one of the main sources of its competitive advantages. At the same time, it helps implement the strategy of strengthening long-term relationships with customers which is key for large banks. Increasing cost effectiveness is less important and is primarily of interest for smaller banks. On the other hand, innovativeness is not an aim in itself for institutions in the financial services market. However, it should serve to offer high quality services, expand customer relations and to acquire new customers.
The work also analyses the methods in which banks compete in the area of payment services, with high innovativeness of such services as the leading element. It is an important hallmark of payment services against a background of the general strategy of commercial banks. These results also indicate that there is a material differentiation of applied strategies depending on the bank size. In the case of larger banks, the predominant manner of achieving competitive advantage is to provide convenience to the customer, which allows banks to provide high quality and strengthen relationships with its customers. On the other hand, almost half of smaller banks assume the possibility to compete with low fees. As a result, price competition will remain a perma-EkonoMia i Prawo. EconoMics anD law, Vol. 15, no. 1/2016 nent element of the Polish payment services market. The analysis of the main reasons why banks become involved in implementing payment innovations has indicated that larger banks use these innovations to implement offensive strategies. They strive to attract new customers and increase the number and volume of transactions. This, in turn, may result in both improved profitability achieved on a given customer and in the increase of the bank's share in the financial activities of the customer. In the case of smaller banks, there is an advantage of defensive elements such as: improving market position, adjusting to market needs and trends, and maintaining the portfolio of existing customers. Employing the analysis of the survey study and the results of other studies, we proposed a theoretical model for the use of the transactional nature of payment services to implement the strategic objectives of a bank. The empirical evidence and theoretical considerations presented in the paper clearly indicate that current payment services already perform a very important role in the strategies of commercial banks, which proves the research hypothesis proposed in the paper.
In the second article in the series, entitled Payment innovations in Poland: A new approach of the banking sector to introducing payment solutions 73 , we present the results of the banks' execution of the abovementioned strategies in the form of the scope of implementations of payment innovations and the declared plans for the coming years. We also tackle the issue of the significance of economies of scale and network externalities, technological advances in the FinTech industry and the results of regulatory reduction of the interchange fee on the development of payment innovations in Poland.
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